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Dooks and The Advertiser 
By Merle Sidener. Indianapolis, Ind. 
Sidener-Van Riper Advertising Agency 
The day has passed when the business 
Inan must learn by exyerierice exclusively. 
I t  is poss~ble today to save many ha rd  
knocks by taking advantage of the  exyeri- 
once of other business inen a s  recorded i n  
reliable business data. 
The output 01 busmess books h a s  been on 
the incrcasc during the last few years, and  
publlsliing houses that  have issued these 
boolcs have made a definite contribution to  
the busines world. Lllrewise, the libraries 
that have recognizod their opgortnnity t o  
render a specialized service t o  business men, 
havc added much to the general betterment 
of business. 
The day is one of intense competition i n  
all  lines of huinan endeavor, and the bnsi- 
ncss world is  prcssed to a n  extremity i n  
flnding solutions for its coinglex problems. 
Perhaps that departinent of business which 
deals with distribution, is by  reason of i t s  
greater need for resourcefulness, a t t ract ing 
the services of the keenest and  mos t  a le r t  
men The element of productloll 1s no less 
iml~ortant  than formerly, bu t  a s  production 
has become morc cfftclent t he  problein of 
d~stributfon has grown, and the  big question 
in the ~ndus t r la l  world today is  "How may 
we sell more goods a t  a profit?" 
The ncwest Influence t ha t  h a s  been 
brought to bear on this question is  advcrtis- 
ing. I t  is  a development largely of the las t  
half century, and in fact h a s  been recog- 
ni7ed a s  a definite business force only in the  
last  decade or  so. The wonderful develop- 
n ~ e n t  of advertising is  very largely due t o  
the educational effect of the books and  mag- 
azines which have presented t o  the  business 
world both the theory and the  practice of 
advertising. The type of inan  at t racted t o  
the business of advertwng, appreciates the  
necessity for absorbing information. H i s  
mind must be alert and open, he  mus t  be  
abreast of the timea, he must  be resourcefuI 
to overcome difftcultles which block the way 
to larger distribution. Re has  therefore been 
quick to reallxe the value to him of books 
and publications which present i n  a practi- 
cal  way the thoughts and experiences of 
others in meeting his problems. 
I t  is grat~fying to discover i n  many public 
l i l~rar ics  s l m i a l  departments for business 
literature, and  ~t is  cven more pleasing to 
a n  advertising man to find what a splendid 
showing in these spccial libraries is made 
by the boolcs dealing with this modern busi- 
ness force. 
The Associnled Advertising Clubs of the 
World, with headqua1 ters in Indianapolis, 
tnaintains in its offices a model business 
l i b ~ a r y  and through the efforts of this or- 
ganization, many public libraries have been 
helpcd to ~ n s t a l l  sgec~al  departments of 
business literature, and thousands of indi- 
viduals have hecn inspired to purchase for 
t l l e~ r  prlvate hbraries volumes on business 
subjects. 
Tlns organization through the co-opera- 
tion of Donhleday, Page t Company, has  
published sevcral volumes which have 
quickly talcen Il'ont rank among the best 
business l ~ o o l c ~  I t  was through the efforts 
or the Associated Advertising Clnbs that  
Proi. Paul Ter ry  Cherington, instructor i n  
comnercial organixalion in the Graduate 
scliool of Busincss Administration, Harvard 
Univers~ty,  became interested in preparing 
a scries of lloolrs on the general subject of 
advertising. 
His first boolr, "Advertising as a Business 
Force," is  regarded by many advertising 
men a s  an  essential part of the equipment 
of every first-class business omce. Its chief 
value is in  the compilat~on of experience 
records which i t  presents. Prof. Cherington 
succeeded in gathering a series of records 
of experience showing how advertising ac- 
livities have been related to the selling re- 
sults they were designed to produce. 
TVe place th i s  Cherington book as of fore- 
most value i n  my company's ofice library, 
because i t  presents concrete cases of effort 
and result,  with very little comment on the 
part  of the author, and with little or no 
injection of theory. I t  offers accurate data 
on most of the  daily problems which come 
to the advertising man's desk. Prof. Cher- 
ington's second book, "The Advertising 
Book, 1916," is in reality a second volume 
to the  flrst boolr, for it again presents a 
compilation of the best data obtainable from 
recent progress i n  advertising methods. 
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Another book which is of different type 
but  equally valuable to  the  business man is 
"The New 13usiness," by Ha r ry  Tipper, Ad- 
vertising Manager of the Texas Company. 
This  book is a conlprehensive discussion of 
the evolution of business, especially with 
reference to modern methods of ~narlretlng 
and the conflict between the various factors 
in d~strihution. It presents just such infor- 
i na t~on  as the business m a n  engaged In ad- 
vertising must lcnow as a foundation tor 
meeting ever changing conditions. 
Earucst  E11no Calkin?, a successhl  ad- 
vertising man, wrote "Modern Advert,isingn 
ten years ago o r  so, and h a s  within the last  
year I~cen  compelled to write another vol- 
ump, " T ~ E  Business of Advertising," because 
of the great  changes in advertising practice. 
The new book carries much of the thought 
of the original volun~e, bu t  brought up-to- 
date. It describcs in narrative style what 
is done from Lhe beginning to the end of an  
advcrtising campaign. 
There are many boolcs dealing with the 
technical side 01' advertising such a s  De 
Vinne's "The Practice of Typography" deal- 
ing with type faces and sct-up, and An- 
drew's "Color and I ts  Application to Print- 
ing." 
A serics of boolcs h ~ '  Wallel' Dill Scott, 
Director of the Psychological laboratory of 
Northweslcrn University, is  found in mosl 
good hus~ness  llhraries, public and private, 
dealing with such subjects a s  "The Theory 
of Advertising," "Tho Psychology of Advcr- 
tising," and "Influencing Men in Business." 
While such boolcs a re  not especially valu- 
able for refcrcncc purposes, a rereading of 
special c l~apters  now and then, intensifies 
the  power of ana lys~s ,  so important in the 
advertising business. 
I n  spccial fields, a number of boolcs 
rendel* service, such a s  "Financial Adver- 
tising," by E. St. Elmo Lewis, and "News- 
paper Xdvertismg," hy G. R. E. I-Iawlcins. 
"Church Fubllcity," by Christian I?, Relsner, 
deals with a modern application of the force 
of publicity. 
"The Business Man's Library" and the 
"Business Correspondence Library," ~ s sued  
by the Syslcin Company, a r e  invaluablc in 
an arlverlising man's library because o l  the 
tecliilieal help they oIfer. 
T l~ese  books and others which might bc 
lncnt~oned are used i11 a thoroughly practi- 
cal  way in our omcos, where the daily duty 
is the study of specific selling problems and 
the planning and  execution of advert.ising 
programs. Together with the current  publi- 
cations which especially represent thc ad- 
vertising business, these books make up a 
reference library which may be fairly com- 
pared to the legal library of the lawyer. 
The legal profession will find precedent 
for every possible move that may be made, 
offensively or defensively, in the law. Court 
decisions, from tho lowest to the highest, 
can be cited. 
While our  library is  not so complete a s  
that, we a r e  enabled to have placed upon 
the desk of any of our  principals, all  the 
references In boolcs and magazines, pub- 
lished in the las t  five years or  so, bearing 
upon a specific problem. For instance, the 
librarian was aslced to  bring references to 
chewing gun1 advertising and among them 
were thcsc : "How American Chicle Worked 
Out the Zone Idea in Selling Gum," a n  au- 
thorized interview in Printers' Ink, May 13, 
1915, with Henry Rowley, president of the 
d~nc r i can  Chicle Company; an  article by 
Edward Matt Wooley on "The Man Who Put  
the hlmt in Spearm~nt,"  being tho story of 
thc success of William Wrigley, Jr., gub- 
lished in Printers'  Ink, January 21, 1915, and 
a brief article on the purposcs and plans of 
the Sterling Gum campaign, also printed in 
Printers' Inlr July 8, 1915. Besidcs these, 
there wore a score of index cards submitted 
for selection, bearing on methods of distri- 
hutlon necessary for a product such a s  chew- 
ing gum. 
P r i n t c ~ ~ s '  Tnlr, Advertising and Sclling, and 
System hhgazine arc indexed and cross in- 
dexcd a s  the current nunlbers arrive, and 
the magazines a r e  hound as cach volume is 
completed. These are of even more use for 
reference purposes than the boolcs, because 
the nlagasines a r e  constantly presenting the 
actual cxperlence of advertisers. 
A sign of the times is  the willingiicss of 
succcssful men to  give to their fellows the 
"how" of their accomplishments, Men who 
have found a means to a n  end tell just how 
they did it, in these magazines. I n  other 
morcls defin~te data on experience is  now 
available to  thc man who would use this 
wonderful business force,-advertising-and 
far  more progress will be inadc in advcr- 
tising 11.1 the next ten years than during the 
last ten, because of the availability of this 
information. 
The Commerce Report of the U. S. De- 
partmcnt  of Cominerce for January 31, 1916, 
makes the following statement regarding 
the  n~unicipal documents in the New Yorlc 
Public Library: 
"The New Yorlr Public Library has an  
exceptionally good collection of documents 
pertaining to municipal affairs, which a re  
classifled by cities under countrlcs. The 
collection for thc United Stales  IS complete 
and representative documents for a large 
part of European and other countries a re  
a t  hand. The  Library also has a n  especially 
fine collection of conlmercial statistics for 
practically all foreign countries. These in- 
clude the annual  statements of the more im- 
portant countries, and the Library also has 
consular reports from t,he more important 
foreign nations and general commercial sta- 
tistics from fo r e~gn  trade papers " 
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I h h ~ e r ,  Edwin. The  science of advertising 
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6.1 B. EIl?582l.R2 
[Bates, Charles A.l ed. American journal- 
ism troll1 the practical side. What leading 
newspaper publishers say concerning the 
relations 01 advertisers and publ~shers 
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be made. New York, Holines publishing 
co. [I8971 371 p. PN4864.B3 
The a r t  and  literature of business. 
New Yorlr, Bates publishing co., [I9021 
6 v. HFS823.B34 
Bcllnlny, Francis, ed. Effective magazme ad- 
vertising. New Yorlr, 11. Kennerley [I9091 
361 p. HF6107.B4 
Iliril. Thomas Alexander, con~p. Sales plans; 
a collection of throe hundred and thirty- 
thrce successful ways of getting business 
. . . Chicago, The hIeivchants record com- 
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[Borsodi, R'illiaui] ed. Advertisers cyclo- 
pedia of selling phrases . . . New York, 
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Boulder, pseud. Hidden causes of reckless 
advertising wasle. Chicago, Lord and 
Thomas publishing house [I9131 112  p. 
HF5823.B7 
Reprinted from Judicious advertlsing. 
Breltwieser, Joseph V. Psychological sdver- 
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Breniser, Ross D. The schemes back of the 
ads. Light on the  real methods of adver- 
tisers. [Philadelphia, Breniser] 1914. 36 
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nrisco, Norris A. Economics of business. 
New York, The MacNillan company, 1913. 
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Bunting, Henry S. Specialty advertising. 
163 P. HF6146.N7B8 
Chicago, The  Novelty news press [19101 
B ~ ~ s i l ~ r s s  correspondence library. Chicago, 
New York, The System company [19111 
3 v. HF6721.B8 1911 
Business man's brain partners, including the 
business man's encyclopedia. 6th rev. ed. 
Chicago, New Yorlr, The System company, 
1908. 2 v. HF5356.B94 
Callril~s, Earnest  E. The business of adver- 
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tising. New York and London, D. Apple- 
ton and  company, 1915. 363 p. 
HB5821.Cl5 1915 
Modern advertising. New York, D. 
Appleton and company, 1905. 361 p. (AD- 
pleton's business series). HF5821.Cl5 
Casuon, Herbert N. Ads, and  sales; a study 
of ndvertlsing and  selling, from the stand- 
point of the new principles of scientific 
management. Chicago, A. C. AIcClurg and 
co., 1911. 167 p. HF5823.C2 
Cllrmey, Albert G. Advertising construction, 
sirnglifled. Dallas, Tex., Johnston printing 
& advert is~ng co., 1912. 42 p. HF5825.C5 
Cllalman, Clowry. Thc law of adver t~s ing  
and sales and related general business law 
wltli which is combmed advertising and  
sales tha t  develop good will. Denver, C. 
Chapman [I9081 2 v. HF5819.U6U6 
Chnsaoff, Joseph E. Retail advertising and 
the newspaper. Columbia, Mo., University 
of Missouri, 1912. 47 p. (The University of 
filissouri bulletin. Journalism series, v. 1, 
no. 3 ) .  HF6107.C4 
Selling newspaper fipace; how to  de- 
velop local advertising. New York, The 
Ronald press co., 1913. 133 p. HF6107.C5 
Cheriagton, Paul  T. Advertising a s  a busi- 
ness forcc; a compilation of experience 
records. [Garden City, N. Y.] Doubleday, 
PaEe & comDanv for the associated adver- 
tising clubs-of -America, 1913. 569 i. 
HF5823.C5 
The advertising hook. 1916. rGarden 
City, N. Y 1 ~ o u b l e d a y ,  page  & company, 
for  tho associated advertising clubs of the 
world, 1916. 604 p. HF5823.C52 
Clifiord, William G. Building your business 
by mail; a compilation of successful di- 
rect advertising campaigns . . . Chicago, 
Ill., Business research publishing com- 
pany, 1914. 448 p. HF5730.C6 
Cobb, Benjamin F. Business philosophy, New 
Yorlc, T. Y. Crowell & company [I9051 
292 p. HF5351.C6 
Advertising: p. 237-271. 
Cody, Sherwin. Thc Cody system. Business 
correspondence and advertisnlent writing 
for  business men. [Chicago, 19061 100 p. 
HF5726.C59 
How to deal with human na ture  in 
business; a practical book on doing busi- 
ness by correspondence, advertising and 
salesrnanshi~.  New York and London. 
Funk  & ~ a g n a l l s  co., 1915. 488 p. 
HF5353 C6 1916a 
Collins, Clarkson A. Productive sales meth- 
ods. New York, Collin Armstrong, inc., 
1913. 68 p. HF5438.C57 
Curtis publishing company, Philadelphia. 
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publishing company [I9131 280 p. 
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[Dnly, John J.] Window dressing. New 
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66 p. HF5845.DE 
Deland, Lorin F. Imagination i n  business. 
New York and London, Harper  & brothers, 
1909. 107 p. HF539LD3 
ne JYeese. Truman A. Book on advertising 
. . . Chicago, The system company, 1907 
165 p. (The business man's library, v 7). 
HF5823 D54 
Keeoine a dollar a t  work: fifty 
"talks" on  newspaper advertising.. [ ~ e w  
Yorli] The  New York evening post, 1915. 
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The principles of practical publicity; 
being a treatise on the "art  of advertls- 
ing." 2d ed. Philadelphia, G. W. Jacobs 
& co. [I9081 250 p. HF5823.D52 
Z)oelcrell, Thomas E. The law of mental 
domination, a s  groved by history and ap- 
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Commercial publishing co. [1914] 34 numb. 
1. HF5822.D6 
Doorly, Henry. How to get the want ads., 
how to develop them and how to handle 
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HF6125.D7 
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Eolumbus, O., The  Advertising world, 1913, 
582 p. HF5823.E24 
Egan, J ames  W. Five practical chapters on 
';.eta11 advertising; a book for all reta~lers .  
Chicago [I9081 48 p. HF5823 I328 
Elliott, Harmon P. Direct by mail advertie- 
ing. Cambridge, RIass., The Elliott com- 
pany, 1915. 53 p. HB5888.E5 
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addressing machine. 
- Howard. The relation of the railway 
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Emory, Ar thur  T , comp. The Chicago trib- 
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cago] The  Chlcago tribune, 1915. 205 p. 
HF6105.UGE5 
Fnrrlngton, Frank.  Retail advertisina-com- 
plete; Chicago, Byxbee publishing co. 
[I9101 270 p. HF5823.F24 
Faust ,  Charles A. Faust's complete card- 
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Fox, Irving P. One thousand ways and 
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Mass., The  Spatula publishing co. [I9121 
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Freeman. Williams C. One hundred adver- 
.- - 
tisin$ 'talks. New York, The Winthrop 
press, 1912. 228 p. HB5823385 
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Wodell, F. W. Advertising for the profes- 
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a collcction of selling phrases, descrip- 
tions, and illustrated advertisements . . . 
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Fried, Charles. Printed matter d i s t l~~bu l~on .  
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Bates, Charles A,, cd. The  real cstale and 
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Borsodi, Wilham, ed. Tobaccon~sts'  adver- 
tlsing; a collection of sel lmg phrases, de- 
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Chapter IX of Cher~ngton's  "The Adver- 
tising Booli for 3916" d~scusscs  the advance 
in mcthods of nna ly s~s  in advertising and 
describes tllc use of special hbrary   neth hods 
in business. From the interesting data there 
given we quote: 
"The value of unassailable facts in plan- 
ning salcs campaigns IS beginning to re- 
celve somctfiing like i ts  due recognition. 
This  is one of the inost marked evidences 
of advertising progress. For  years a few 
large corporntions, such a s  the Standard 
Oil Company and the American Telephone 
and  Telegraph Coml~an)., have had depart- 
ments  whosc duty i t  was to accumulate and 
t o  put into shape for use thc detailed facts 
which mere considered necessary for prop- 
e r ly  conducting the business of these con- 
cerns  The  painstaking nlethods oi  the Un- 
i ted C ~ g a r  Stores in fol*ming their  ideas of 
t h e  valuc of a site have become well ltnown. 
More recently still the Curtis Publishing 
Conlpany has surprised the tcxtllc and  the 
autoinob~le and other trades with the inti- 
macy of its linowledge of how i ts  adver- 
tising clients' business is and should he run. 
These methods a re  now being applied to 
purely advertising problems. Among adver- 
tisers the gathering of data and the appli- 
cation of analstical lliethods to thein have 
1)ecomc a ~~ecognlzed necessity. 
Punters '  Ink gives the following state- 
ment of the e~nploynient of analytica1 meth- 
ods by some lend~ng concerns: 
"'The usc of centralized data departments, 
while still slighted, is  by no means uncom- 
111011 among Ihc more progressive adver- 
tisers. The National Cnsh Register Com- 
~ a n p ,  thc Amcrican Sales Boolc Campnny, 
12. I. Dn Pont Dc Ncmours Powder Company, 
Gn~'roughs Atld~ng hiachinc Coml~any, TI'. I-I. 
IlcElwain Co~nllany, and other proininent 
concerns find such data of lnuch hclg. 
The mosl conigrchcnsive depmtmcnt of 
thls kind we linow of is conductecl by a large 
Ch~cago food-product advcrtiscr, A special 
room is used for ihc data and is in chal-gc 
of n l i l ~ i - a r~an  d two assistants. I3es1dcs a 
carorully indcxed l i b r a ~  y dcaling w i t h  Lhc 
inclusl~~y and basiness affairs ~n general, 
spccial lorlted cabinets are uscd lor filing 
a vast array of dil'lcrcnt comga~.ativc state- 
Inents and a c~onticlential flle in w h ~ c h  data 
arc coliectcd dcaling with pccilliar trade 
situations and  condltiolis in cvery conl- 
nionity of iinpo~'toncc in the country. Thcsc 
dntn lakc ihe fotm ol slsccial rcports rrom 
saiesnicn, carbon copies, or ~)aragrapl ls  
fro111 lettcl's, ])crsonal o1)scrvations by om- 
cials iu rne~nn~~aur l~um for and ricwspaper 
clil~pings. This blc lnalccs it pnss~ble for 
any ollicial to secul-e at  a n~omcnt 's  notice 
insirlc informalion reg ind~ng any desired 
ten-ltory. Scrap-boolts are also Itcpt, in 
which a r c  pastccl important nrwsyapcr 
cliy)pings com~nenting on the f r n ~  or the 
~ndus t ry .  Thcsc scrap-bookc; arc carcfully 
indexed according to the name of the  paper 
a s  wcll a s  the srlbjcct, rind serve lo give 
the house a n  insight mto tile cditorlnl atti- 
tude of thc varlous newspapers and how 
Lhcy sho~ild be handlcd, should occasion de- 
mand. 
Anothcr Western nianuEactniw finds i t  
~ ~ r o f i t a l ~ l c  to  gather data regarding a wiclo 
variety of s i~bjec ts  for use of the salcb force 
in s c l l~ng  to  different lines of trade. Fo r  
t h ~ s  purpose two papers in every case a r e  
subscril)ed for, and  the articles lo bc filccl 
a rc  pasted on cards and indexed hy voca- 
tion with nictal tabs. I t  is also undcrstooci 
that t11c National Lead Company has  worked 
out a method which n~alies  il. possi1)lc for it 
to collect various lcinds of s e l l~ng  data pcr- 
taining to i ts  buslncss, but instead of cen- 
tralizing thc  department the clatn a re  dm- 
tributed among the different branchcs wlierc 
thcy ]nay hc needed. Some manuf;iclurers 
find thclr salesmen invaluable for gathering 
tins kind of data, one concern cven going 
so fals as to use i ts  salesmen to size up and 
report on the local newsgaper situation in 
each town. Several such instances have 
been cited from time to t i ~ n c  in P r~n t e r s '  
Ink,  the attitude of John WylrofT hfettlcr, 
*Printers'  Ink,  AplSil 2, 1914, 11. 56. 
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prasident of the Interwoven Hosiery Com- 
pany, on this matter and  his account of 
how he gathers and uses such data should 
be of help to the above correspondenr. This 
article appeared in the October 23. 1913, is- 
sue of Printers' Ink. 
"It is perhaps not  looking very far  in  the 
future to predict that  a data  department, in  
charge of a man with a real inastery of the 
practical science of compiling and iterpret- 
ing conlmercial statistics and other clata, 
will soon be regarded a s  a n  absolute essen- 
tial in selling or  adverlising undertakings 
of any appreciable size The  large corpora- 
tions and other concerns with amplc capital 
have had a temporary advantage ovcr their 
smaller rivals in  this respect. But  this  ad- 
vantage already is being overcome. Some 
of the local and national associations have 
clearly shown that joint bureaus if ade- 
quately supported by thew members can do 
t h ~ s  work in some respects a s  wcll as  the 
da ta  departments of large concerns. I t  is 
possible, moreover, that  the Federal Govern- 
ment  may iind occasion to enter upon work 
of this  kind.* Colleges also mill flnd many 
ways i n  which they can be of servlce in 
this sor t  of work. 
I n  short,, ~t may be said that ,  a s  a step 
in advance in the development of advertis- 
ing, the spread of respect for, and the abil- 
ity to use, analytical mcthods is one of the 
most i~npo r t an t  lines of growth." 
kThe plan for a Fccleral Bureau of Busl- 
ness  Research proposed by A. W. Shaw, the 
erlitol- of System, has been well received in 
lnaily quartcrs. 
News and Notes 
Miss Florence A. Babbitt has resigned 
from the hner lcan  Electric Railway Asso- 
ciation Library to become a member of the 
staff of thc Library of the Amcricen Socicty 
of Civil Enginecrs. 
The Soclety for the Promotion and Train- 
ing for Public Service issues a periodical 
The Public Servant. Numbcr one is  dated 
February 1916. I t  is  published monthly at. 
Madison, TVlsconsin, with Edward A. Fltz- 
patrick as editor. A National Prograin for  
Training for Public Service is outlined i n  
this initial nuillher. 
Miss Lou~se B. ICrausc, Librarian of H. ni. 
Byllesby and Co., Chicago, dcscr~bes  "Some 
business libraries of Chicago smaIl in size 
but large in service" in the Narch  issue of 
the Wisconsin library bulletin. The  libraries 
of the Nat~onal safety council, Portland ce- 
ment company, Gyllesby a n d  company, com- 
monwealth-Edison company and  Pcoples 
gas, light and coke company a r e  used a s  
types 01 the real business library i n  Chicago. 
The New York Public Library ha s  issued a 
list of reports of American cities of which it 
has duplicates to offcr l o  other libraries o n  
exchange account. About 250 cities a re  rap- 
resented by one o r  more documonts. Libra- 
ries desiring to complete their  files of city 
reports should not  fail  to  examine this list.  
Aera, published by the American Electric 
Railway Association, New Yorlr City, had i n  
its issue March 1916 a comprehensive ar- 
ticle entitled "Electric Railway Journalism, 
HOW utilities a re  reaching l~ubl ic  and  em- 
ployes through company publications, a 
s tudy of the scope, policy and methods of 
some of the mediums now in the fleld." 
The  article is not inerely a summary but 
a n  analysis of ind~vidual publications. 
The St. Paill Public Library opened a 
Business and Munic~pal Branch in the bud- 
ncss district of the city January 31, 1936. 
A casd announcing the opening declares the 
purpose a s  follows: 
"Thls Branch is intendcd cspccially for  
busincss men and thosc who are  interested 
i n  civic problems. The material will include 
City Directories, Special Trade Directories, 
Fmancial  and Municipal Journals, Atlases, 
Maps, Charters, and Ordinances and general 
worlcs on  busmess and municipal govern- 
ment. 
"The Library will begin with a small col- 
lection of inatcrial; the plan is to make 
additions according to the demand and the 
response to the advice of the men who 
usc it." 
Under plans worked out by F. D. Under- 
wood, President of the Company, the Erie 
Railroad has  just opened a Free Circulating 
and  Reference Library for the use of the 
1,300 employes a t  headquarters, 50 Church 
Street.  On the day the Library was opened 
half of the  1,000 books quickly disappeared. 
Thc  demand came from all classes, includ- 
ing  officers and the girls who count can- 
celled tickets in the auditors' department. 
Mrs. C. A. Vaughn is in charge of the room 
on the fourteenth floor, which contains stan- 
dard text books and refcrence works, en- 
gineering and technical books of interest to  
railroad men, and also the latest popular 
flction, together with current magazines. 
Only E r i e  employes a re  allowed to take 
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out books, and only onc book can  bc taken 
a t  a time, to be Irept a week, with the griv- 
ilege of renewal for another  week. D. W. 
Cooke, Vicc-President and  Traffic Aianager ; 
H. C, Hoolrer, Assistant to  the  President, and 
H. W. Ilawley, Division Freight  Agent, 
worked out the plans. [New YorB Evenmg 
Post, BIarch 29, 1916.1 
A Chamher of Commercc in the  Depart- 
nlcnt of Junin, Peru ,  has  been organized 
with headquarters in the city of Cerro de 
Pasco. The purposc of the Chamber is to 
promote the developincnt of mining, com- 
merce, stoclc raising, agriculture and  other 
industries. 
The Chnmbcr of Commerce will issue re- 
ports i n c l ~ ~ d i n g  detailed statistics to the 
Government of Peru  on  the mining, com- 
m e ~ w a l  and agricultural activities i n  the 
Department It will disseminate needed in- 
formation on thcsc subjects, on the com- 
mercial laws of the country, and  on modern 
improvements. To t h ~ s  end i t  will initiatc 
and encourage tho establishment of special 
schools. All the commercial centers  in the 
Departmen1 of Junin  will be notified by thc  
Chamber of Commerce i n  Cerro d e  Pasco of 
thc latest quotations on mineral  products, 
the moven~ent  of foreign cxclmnge and 
prices current in the principal mnrltets A 
Library will be formed of publications on 
mlning, commerce, stoclc raismg, and agri- 
culture. 
The committee of the Assoclnted Adver- 
t i s ~ n g  Clubs of the World which is seeking 
to promote the active co-operation of the 
library and the business man  is composed 
of the following well lcnown publicity men 
hcaded by John Cotton Dana, Librarian of 
the Newark Public Library a s  Chairman. 
John C. Dana, Chairman. Librarian, Frce 
Public Library, Newark, N. J 
John Renfrew, 436 Union Oil Building, 
Los Angeles, California. 
Roy B. Simpson, care  Fisher, Steinbreugge 
Co., 1627 Washington Avenue, S t  Louis, hlo. 
W. 0. TTraldsmith, Publicity Manager of 
the Delco, Dayton, Ohio. 
h l~ l ton  Beclcer, ca re  The  Boston Store, Fo r t  
Smith, Ark. 
F. L. Hamilton, 75 Genessee Street,  Au- 
burn, N. Y. 
George F. Helm, President I-hoxvillo Ad- 
vertising Club, Knoxville, Tenn. 
C. B. Gagem, care Gregg Co., I-Ionolulu, 
Hawaii 
E. Gorsuch, Secy. Springfield Advertising 
Club, Sprmgiield, 0. 
D R. Barrett,  ca re  Crystal Laundry  Co., 
Spokane, Wash. 
H. H Coolre, care Mi. Green, 627 W. 43rd 
St., New York City. 
(2. D. W. Marcy, Sampson & Murdock Co., 
246 Bummer St., Boston, Mass. 
Joseph C. Spiess, care Aclcmann Bros., El- 
gin, Ill. 
Weir D. Hutton, care Norfolk Ad. Club, 
Norfolk, Va. 
Cnryl S~ i l l e r ,  Paul Jones Building, Louis- 
ville, Ky. 
George h'owland, Adv. Mgr. Fels Naptha 
Soap Co., 73rd & Woodland Ave., Philadel- 
phia, Pa. 
C. W. Stokes, 1301 2262 Calgary, Ata, Can- 
ada. 
John L. Grimes, Adv. JIgr., Wheeling Cor- 
rugating Co, Kheeling, TV. Va. 
American consulates in forc~gu countries 
a r e  fast developing facillt~es which will en- 
able them to become bureaus of information 
on a tl+uly efficient scale. 
The following descrigt~on of Ihe worlc of 
the Consulate a t  Sao Paulo, B r a d ,  was rc- 
cenlly given in the Dally Commerce Reports 
of the U. S. Departnlent of Commerce 
"I11 selecting thc ofice for the Consulate 
the most ccntral location was seleclcd, the 
large reading and sample roonl occupying 
the center of the offlces, so that merchants 
and othcrs seeking information might come 
and go without unnecessarily disturbing the 
work of the consular staff A clerk speaking 
English and Portuguese has hls desk in this  
room, classifies all catalogues, csplains 
then1 to inquirers, and shows or I'nrnlshes 
t.hcm samyles sent. He also, wherever pos- 
s h l e ,  takes notes of what they de s~ re ,  and  
often Ihese ~nquiries are made the subject 
of trade opportunities. In case the inqnirer 
wishes fulther information he is referred 
either to the Consul or the Vice Consul. I n  
cases where numbers of catalogues a r e  sent  
from the same firm thcy are sent to the 
chambcrs of coinmcrce or to persons known 
to be interested in them In the case of 
requests from the interior catalogues a r e  
sent  to  inquirers, noted in the catalogue file 
book, and, on being returned, again placed 
on file. 
"The offlce keeps on hand only the most 
recent catalogues and commercial litcrature, 
and periodically sends throughout the juris- 
diction such publications as  have been re- 
placed by newer ones. In case inquirers a s k  
for  further data the later ones a r e  sen t  
them. The same is done with co~nmercial 
reviews, trade bulletins, newspapers, etc. 
I n  this way several mportant firms in tho 
interior have been placed in communication 
with Amer~can exporters Commercial liter- 
a ture  in the ~nter ior  towns is often read 
more carefully than in the capital. More- 
over, there are many towns in the district 
of over 25,000 Inhabitants very progressive 
and  alive to business. 
"The office further intends to call the at-  
tention, by printed notice, of the more im- 
portant persons in the jurisdiction to the a r -  
rival of catalogues and other trade ogpor- 
tunities. 
"Weekly or bimonthly notices a r e  pub- 
lished in the leading papers of Sao Paulo, 
giving the names of catalogues and com- 
mercial reviews received and inviting the 
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merchants to call a t  the Consular reading 
room to inspect them. I t  is hoped to extend 
this system to the other States in the juris- 
diction, Answess or inqu~r ies  to these no- 
tices often enable the office to prepare val- 
uable reports for publication. Under ordi- 
nary  circumstances the inquirer is placed in 
direct contact with the exporter. I n  the same 
manner inquiries for agents or representa- 
tives a re  also published a n d  replies sent to 
the writer giving the names of gersolls de- 
siring to cnter into business relations with 
thcm. 
"The ofllce has  begun a monthly and quar- 
terly co~npilation of all  imports fro111 abroad. 
The  manifests of Ihe vos.;cls arrlving a t  
Santos a rc  obtained shortly aftcr the rlis- 
charge of tlie vessel and al l  imported ar- 
t ~ c l e s  a re  grouped alphabetically showing 
(1) country of origin of imported merchan- 
dise, (3)  nalure of merchandise, (3)  amount 
of merrhandise, (4 )  consignee, (5) consignor 
--when possible. 
"By progcr alphabetical classiflcat~on any 
commercial traveler can a t  once judge 
whct l~cr  there 1s a market for  his goods and just who are  possible gurchasers. He  knows 
also whethel- he can compete. The system 
has been grcatly made use of in the short 
t ~ m c  since it has  been in use I t  enables 
the oftice, furthermore, to answer intelli- 
gently g r m t  numbers of comnercml inquir- 
ies from the Unitcd States and gives the 
writers ~ o s i t i v e  information a s  to who a r e  
importing now and  not l as t  year, and who 
a r e  their comgetitors. I t  is hoped further to  
extend this system and obtain the prices of 
the articles imgorted. Moreover, lrnowing just who are importing any  given ast~cle,  
the office is enabled to draw the buyers' 
attention to catalogues of Anlerlcan manu- 
facturers on file In the office. 
The Information Clearing I-Iouse of Bos- 
ton, torlnerly the Boston Co-operative In- 
formation Bureau, has issued an attractwe 
booltlct setting fort11 the object and plans 
of the inst~tut ion.  The booklet lnalres the 
following statement of objects : 
"The Information Clearing House of Bos- 
ton, formerly the Boston Co-operative In- 
formation Rureau, has  served it& members 
for four  years with ability, dispatch and 
painstaking thoroughness. 
"At the beginning of i t s  fifth year i ts  
fricnds a r e  endeavormg t o  enlarge its use- 
fulness by bringing i t  more forcibly to the 
attention of those whom they know will 
flnd i t  of great assistance i n  their business 
and  private aKairs. 
"By means of our modern index system 
we a r e  IU close touch with tho best authori- 
t ~ e s  on every subject. Each member. is listed 
according to his specialty, where expedient. 
Answers to al l  questions a r e  recorded for 
future reference." 
The officers and  directors for 1916 are:  
Officers. 
Lewis A. Armistead, President. 
Boston Elevated Railway Co., 101 Milk 
St. 
E. R. IOttredge, Vice-president. 
Old Colony Trust  Co., 17 Court St. 
John liltchie, Jr. ,  Chicf of Service. 
Waldo -4, Rich, Jr., Treasurer. 
Ilennison Manufacturing Co., Framing- 
ham. 
A. D. Smith, Secretary. 
491  Boylston St. 
Directors. 
'Ienry B. Alvord. 
Abcrlhaw Construction Co., 27 School 
St. 
Frank  Irving Cooper. 
3 3  Co~mhill . .  -. 
George TiT. Lee. 
Stonc and Tl'ebster, 147 Milk St. 
Tlrc clip the following interesting account 
of a discuss~on of the efficiency of public 
l~b ra r i e s  by George T. Shaw, Chief Librarian 
01 Liverspool, England, from the Christian 
Sclence Monitor: 
"At the annual  meeting of the Northwestern 
Dranch of the Llbrary Association held a t  
Golton, George T. Shaw, Chicf Librarian of 
tlie Liverpool Fublic Libraries, speaking of 
war finance and  public libraries, said that 
in the carrying on of business and in help- 
ing individuals to concentrate intelligently 
on tho war ,  the ~ u h l i c  library did and would 
play a useful and  valuable, although a sil- 
ent  part.  The Local Government Board had 
asked for economy in regard to public insti- 
tutions, ~nc luding  libraries, but the Council 
of the Library Association had expressed the 
hope t!mt nothing mould be done to rlnpair 
Lhe elficiency and usefulness of public libra- 
ries, the necessity for the maintenance of 
which was never morc important than now, 
when the people were anxious to have the 
fullest and  most reliable information and 
guidance on many subjects of the most vital 
consequence to  the nation. 
"Supporters of puhllc libraries, he con- 
tinucd, need have no difficulty In justifying 
the expenditure of the money necessary to 
maintain them effic~ently. The libraries of 
the United Kingdom, whether proprietary or  
government endowed, or rate supported, 
were unlike all other institutions-schools 
perhaps excepted. War  had made them a 
necessity, and stimulated their development, 
but had never suppressed them. 
"Men talked of public libraries in connec- 
tion with this war, a s  if they were a pure 
luxury. The idea that  a return was made 
to the colnnlunity was never recognized by 
the man who did not know how to use such 
places or  did not  require to use them. The 
cry of the ratepayer was raised a s  if the 
man was rated for something from which 
he could not possibly get any advantage. 
Mr.  Shaw appealed to the drastic economists 
on other grounds. By cramping the power 
of the public library today they were, he 
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insisted, going seriously to diminish its use- 
fulness in the important work which must 
be dealt with after the war. Libraries were 
being uzed to supply information about in- 
dustries that  other countries had the mo- 
nopoly of. I n  this way people were prepar- 
ing for  the future, and only public libraries 
could collect arid disperse such informa- 
tion." 
Through the efforts of Mr. Alexander V. 
Behr, Vice-president of the Russian-hmeri- 
can Chamber of Commerce of Moscow, there 
has been formcd in New York an American- 
Russian Chamber of Commerce, the purpose 
of which, according to the constitution pub- 
lished in the Russlan-American Journal of 
Commerce, is  "to encourage and promote 
the economic, commercial and industrial 
relations between Russia and the United 
States of North America." The American- 
Russian Chamber of Coinmerce of New York 
and the Russlan-American Chanlber of Com- 
mcrce of Moscow, each In its own country, 
will be tho sole representative of the other. 
For  the attainment of the object of the or- 
ganization thc American-Russian Chamber 
of Commerce will co-operate with the Rus- 
slan-American Chamber of Commerce in 
Moscow in the Interchange of information; 
render assistance to its meinbers and to all 
who may be entitled to its co-operation; 
assist in organizing agencies for handling 
and financing direct business negotiations 
between the United States and Russia; pro- 
tect  the interests of the United States and 
Russia in all  matters commercial and in- 
dustrial;  collect, issue, and distribute for 
the beneflt of its members, statistical reports 
and other inlormatlon relating to trade, 
industry, and finance; appear, when invited 
to  do so in a representative capacity, a t  
government, state o r  municipal conferences 
held i n  connection with qnes t~ons  of trade, 
commerce, o r  transportation; 'and facilitate 
the interchange of opinlons regarding trade 
and industry that  may arise between the 
members of the chamber and other persons 
interested. The first president of the organ- 
ization is  Mr. Charles H. Boynton, a member 
of the New Yorlc Stock Exchange. 
The  Commerce reports for Februarv 29. 
1918, reports a conference which was called 
by the Prime Minister of Australia a t  Mel- 
bourne on January 6 to consider plans for 
establishing a national laboratory for the 
study of scientiflc research to Australian m- 
dustries. 
The  Prime Minister proposes the co-ordi- 
nation of existing institutions such a s  Com- 
monwealth laboratory, universities, agri- 
cultural colleges, technical and  mining 
schools and ordinary schools. 
A committee of representative men re- 
ported the following recommendations Jan- 
uary 13: 
1. There should be established under act 
of Parliament a Commonwealth institute of 
sclence and industry. 
2. The functions of the infititute should 
be : 
(a) To consider and initiate scientific re- 
searches in connection with, or for the pro- 
motion of, primary or secondary industries 
in the Commonwealth. 
(b) Tho collection of industrial scientiflc 
mformation and the formation of a bureau 
for its dissemination among those engaged 
in industry. 
(c) The establishment of national labor- 
atories. 
(d) The general control and administra- 
tion of such laboratories when established. 
(el To promote the immediate utilization 
of existing institutions, whether Federal o r  
State, for the  purposes of industrial scien- 
tific research. (£1 To make recommendations from time 
to tlme for. the establishment or develop- 
ment of special institutions or department 
of existing institutions for the scientific 
study of problems affecting particular iu- 
dustries and trades. 
(g )  The establishment and award of in- 
dustrial research scholnrsliips and fellow- 
ships, or fellowships attached to particular 
institutions. 
(h )  To draw attention to any new indus- 
tries w h ~ c h  m ~ g h t  be profitably established 
in the Co~nmonwcalth. 
(i) To keep in close touch with and seek 
the aid ol a l l  Conlinonwealth and State Gov- 
ernment departments, learned and profes- 
sional societies, and private enterprises con- 
cerned with, or interested in, scientific ro- 
search. 
(j) The co-ordination and direction of sci- 
entific investigation and of research and ex- 
perimental work with a view to the preven- 
t ~ o n  of undesirable overlapping of effort. 
(k) To advise the several authorities a s  
to the steps which should be talcen for  in- 
creasing the supply of workers competent 
to undertake scientiflc research. 
(1) To recommend grants by the Common- 
wealth Government in aid of pure scientiflc 
research i n  existing institutions. 
(m) To seek from time to time the co- 
operation of the educational authorities a n d  
scientific societies in the States, with a view 
to advancing the teaching of science i n  
schools, technical colleges, and universitien 
where its teaching is determined upon by 
those nllthorities. 
( n )  TO report  annually and from time to  
time to Parliament. 
The report of the committee was referred 
to the  Ministry i n  Cabinet. The Prime Min- 
ister stated tha t  the cabinet had approved of 
the recommendations regarding immediate 
action, and that  the advisory council would 
be appointed without delay. He has Pre- 
viously stated tha t  the Government is  pre- 
pared to devote 8600,000 ($2,433,250) to t h e  
initiation of such an enterprise. 
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WANTED. 
By the I n t e r h t e  Commerce Commission 
Library, Washington, I). C. 
Academv of Political Science. Proceedings, 
VOCV (any). 
- 
Engineering News, August 19, 1915. 
National Rivers and Harbors Congress, 
1904, 1905, 1906, 1908, 1913. 
Political Sclence Quarterly, June, 1915. 
Columbia university in co-ogcration with 
the Life underwriters association of New 
York city has instituted a course in life 
insurance to be held from January 21 to 
May 29. I t  has been arranged through the 
Department of extension teaching to ac- 
commodate those who a r e  actively engaged 
in insurance or other business during the 
day. I t  is offered in connection with the 
courses in commerce now given in the eve- 
ning and will receive credit toward a cer- 
t~flcate in commerce. The  class meets in the 
auditorium of the Merchants association 
quarters. 
Wallace D. Simmons of St. Louis, Mo.,. 
Chairman of the Committee on commercial 
education for foreign trade gave the Report 
of the National foreign trade council a t  the 
recent convention in New Orleans. 
The Report attempts to give the sub- 
stance of information gathered from busi- 
ness men who have had cxperience in send- 
ing commercial agents abroad. 
The following phascs a r e  discussed in 
the Report: Difliculty of obtaining young 
Americans; Americans adaptable to  needs 
of trade; Expatriation militates against se- 
curing best men; Home e~nploylnent pre- 
ferred to foreign training; Lack of specific 
trainmg for foreign trade; Failure of for- 
eign language teaching; Better foundations 
necessary through school study; American 
provincialism a hindrance ; Adequate train- 
ing demanded of schools ; Fundamental 
training by schools a t  fault. 
Some Recent Books on Advertising 
Advert~sing, I ts  Principles and Practice. 575 
p. N. Y., Ronald Press  Co., 1915. $4.00 
postpaid. Authors-Harry Tipper, Geo. B. 
Hotchkiss, Harry L. Holl ingwo~~th and 
Frank A. Parsons. 
Calltins, Earnest Elmo. Business of Adver- 
tising. 363 p. N. Y., D. Appleton and Co., 
1915. $2.00 net. 
Cherington, Paul Terry, ed. The Advertis- 
ing Book, 1916. 604 p. Pub. by Doubleday, 
Page and Co., for the Associated Advertis- 
ing Chbs  of the World, 1916. $2.00 net. 
Cody, Sherwin. How to Deal with Human 
Nature in Business. 488 p. N. Y., Funk and 
Wagnalls, 1915. $2.00 ne t  
French, George. Advertising, the Social and 
Economic Problem. 260 p. N. Y., Ronald 
Prcss Co., 1915. $2.00 postpaid. 
Holl~ngworth, Harry L. Advertising and 
Selling, Principles of Appeal and Re- 
sponse. 314 p. N. Y., Pub. by D. Appleton 
and Co., for the Advertising Men's League 
of New York .City, Inc., 1913. $2.00 net, 
by mail $2.16. 
I-Iudders, E. R. Indexing and Filing. 292 p. N. 
Y., Ronald Press Co., 191 6. $3.00 postpaid. 
MacGregor, T. D. Bank Advertising Plans, 
a Book of Practical Suggestions. 198 p. 
N. Y., Bankers Pub. Co., 1933. $2.60 car- 
riage prepaid. 
Publishing Your Business, 26 ed., 
rev. and enl. 202 p. N. Y., Bankers Pub. 
CO., 1913. $1.50. 
2,000 Points for Financial Advertis- 
ing. 137 p. N. Y., Bankers Pub. Co., 1913. 
$1.50. 
Smart, Walter K. (in collaboration with the 
ed~torial  staff of System) How to Write 
Business Letters. 160 p. N. Y., Shaw, 1916. 
